Although organizations encounter an increasing range of marketing and corporate communications opportunities due to technological development, web-sites continue to be an important form of owned media for the delivery of information, and for listening and responding to stakeholders.
With the value that it brings to organizations through interactivity and dialogue, communication, that is, the foundation of stakeholder-centric marketing activities in building relationships, has a more important role than ever. Therefore, organizations are increasingly required to involve their stakeholders in the interactive communication process, which allows mutual information exchange, listening and response. Communication in the web environment with relevant stakeholders, who hold complex identities in the post-modern age, has the potential to be more dialogical and interactive.
Relationship building, one of the essential factors of integrated communication, is nourished by interactivity. The increase in the number of social networks and mobile devices have brought many more dynamic ways to utilize web services. As a result of all these developments, "interactivity is an increasingly powerful element in marketing communications" (Porcu, Barrio-García, and Kitchen, 2012: 344) . The main objective of NPOs, which mostly conduct their activities on voluntary basis, is to direct the attention to certain issues and providing alternative solutions for various problems. Therefore, for these organisations, building and maintaining relationships with stakeholder groups is crucial.
Every contact point holds a specific importance for NPOs, which aim to bring people with common interests together, provide them with support and services, enable them to advocate on behalf of their own needs and interests, press for changes to public policy and build meaningful relationships with their constituencies (Greenberg, and MacAulay, 2009 ).
Budget constraints of NPOs increase the importance of their owned media. These media provide a channel of open and transparent communication to create an interactive environment in order to communicate, and build relationships and engage with members, donors and supporters. Web sites are considered an important owned media tools for any organization. However, owning a web site or a social media account is not sufficient in itself, in order to build relationships with stakeholders, an organisation needs to communicate effectively, interactively and dialogically through these web-based technologies. Although web sites have a role of leveraging interactivity by using dialogical communication, the extent to which NPOs have been able to benefit from this form of media is not clear. This is because post-modern stakeholders, who desire involvement and become more participant in the online environment, are not sufficiently engaged when websites are used simply for message dissemination, such as giving information about events, providing calender for forthcoming organisations, and adding research reports, although these may "help to boost organizational accountability and public trust" (Saxton, Guo and Brown, 2007: 147) . As Saxton, et al. (2007: 147) indicated "Although the presentation of information and processing of one-way transactions are both critical features of organizational web sites, a much greater level of effectiveness is provided by content that involves some form of interaction-the two-way exchange of ideas, opinions, data, or information between two or more parties." Therefore, the responsiveness of organizations in the on-line environment is an important consideration in the engagement of their stakeholders.
Previous research have revealed that organizations that respond to requests via e-mails are more likely to be dialogic than those who do not. However, our study aims to develop this understanding further, and to contribute to the related literature by providing insights specifically into the websites owned by Turkish environmental NPOs, in particular into the dialogical communication and responsiveness of these websites that utilize the web technologies to build relationships with stakeholders. In order to achieve this, a request for information will be sent to sample environmental NPOs to email addresses provided on their web sites to measure their responsiveness. The results will be compared in terms of dialogic and non-dialogic NPO web sites. The research will thus extend the authors' previous research that measured the dialogic principles of environmental NPOs (Misci and Uzunoğlu, 2012) and provide further understanding of the ways in which these NPOs can benefit from web sites opportunities in terms of interactivity, which is one the essential features of integrated communication.
